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Digital communication strategy to create conservation consciousness with marine ecosystems

via online channels of Singha Estate Public Company Limited in 2018
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Abstract

The objective of this research was to study the digital communications strategy to create consciousness
about marine ecosystem conservation through the SeaYouTomorrow campaign of Singha Estate Public Co., Ltd.
The information from this campaign was dispersed for the benefit of those interested in the campaign to create
consciousness about marine ecosystem conservation via online channels, as well as to study the strategy to use
online media for this campaign through in-depth interviews with one executive and 4 employees of Singha Estate
Public Co., Ltd. and moreover, study in campaign documents. The results of this study found that the factors for
choosing digital communications strategy and factors for choosing media to create consciousness of marine
ecosystem conservation through the SeaYouTomorrow campaign included the following: 1) Identifying clear
objectives 2) Choosing the right target groups 3) Having creative content and public relations campaigns
4) The timing of this campaign was suitable as it was the World Oceans Day 5) Organizing activities for the
target group to let learn about marine ecosystem conservation 6) Understanding the media consumption
behavior 7) Planning online media and selecting the effective timing 8) Levering the power influencers to
assist with expanding the public relations campaign. Other than, it is found that the factors in the
communication strategy Match the concept of Public Service Advertising by Rice & Paisley (Rice & Paisley,
1981, pp. 87-89) and the concept of content creation in this campaign matched with concept of Message

Appeals by Orawan Palintanavat (2003, p. 223-227).

Keywords: Digital Communications Strategy, Consciousness, Singha Estate, SeaYouTomorrow
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